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• The Mountain Time campaign has generated a total of 9,208,064 impressions thus far.

• As the campaign has begun to pick up steam Adara (60.5%), Dstillery (23.2%), & Trip Advisor (8.0%) have 
registered the lion’s share of post impressions.

• The campaign has garnered 70,476 post impressions for a rate of 0.77%. While this is a YOY decrease of 15.4%, 
the campaign has had fewer partners live compared to 2017. 

• There have been 21,812 post impression activities on Visit Utah for a PIR of 0.24%.

• We have stolen 479 hotel bookings from competitive ski destinations like Colorado, Washington, and California.

• The campaign has tracked 3,507 hotel bookings for a total revenue of $839k to-date. 

DIGITAL SUMMARY
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GOOGLE SEARCH TRENDS

•Google Search Trends data for the term “ski vacations” nationally, which provides 
a monthly value from 0-100 to determine search popularity.
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• As you can see, search volume is down across the board in 2018 compared to 2017 
(-19.4% to be exact by the 0-100 scale) .

-44%



YEAR OVER YEAR PERFORMANCE

•Compared to 2017 impressions (-33.6%), post impressions (-39.7%), and post 
impression rate (-15.4%) are down. 

• This is partially due to the fact that last years campaign ramped up quicker 
than 2018, as demonstrated above.

• Total hotel bookings are down only 8% when compared to last year at this time. 

2017 VS. 2018 POST IMPRESSIONS



POST IMPRESSION RATE BY CREATIVE
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NATIVE PERFORMANCE – WHO IS ON TOP?

Ritual Chocolate Ski Better Utah

11.86% CTA Rate
11,195 Page Views

0.72% CTA Rate
1,710 Page Views



NATIVE PERFORMANCE – WHO IS ON TOP?

Ski City Downhill + Downtown Utah’s Easy Access

9.68% CTA Rate
0:50 Avg. Time on page

1.39% CTA Rate
0:24 Avg. Time on page



- The Ritual Chocolate piece has been the top performer thus far in the campaign.  

Article Impressions CTR Page Views CTA Clicks CTA Rate Avg. Time on Content
Utah’s Easy Access 355,082 0.66% 2,080 29 1.39% 0:24

Ritual Chocolate A 1,034,593 1.04% 11,195 1,328 11.86% 0:30

Ski Better Utah A 150,140 0.55% 693 5 0.72% 0:15

Ritual Chocolate B 183,118 0.62% 1,038 9 0.87% 0:36

Ski Better Utah B 297,188 0.69% 1,710 17 0.99% 0:17

Ski City Downhill + Downtown 28,410 0.34% 93 9 9.68% 0:50

TOTAL 2,048,531 0.84% 16,809 1,397 8.31% 0:28

NATIVE CONTENT TOP PERFORMERS




